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MANAGE YOUR MESSAGE 
OR SOMEONE ELSE WILL.  



BrandPrint

• Why Brand?

• What’s the alternative?

• How’s it done?
• Vision

• Strategy

• Commitment

• Execution

• Goal: 
• Position our place in the mind of our 

audience.



Why Brand?

• People are more loyal

• They buy/do/interact more

• Willing to pay more

• Travel farther; do more to find you

• Tell more people



Companies, organizations and communities 

must manage their communications.

It is your brand. 

Otherwise, prevailing perceptions, ideas, 

reports and assumptions form the brand.  

And once perceptions are created, it’s more 

difficult to change, reinvent or convince 

otherwise.



The Need for Branding

• There’s a discrepancy between the 

community’s reality & its perception in 

the public.

• Current communications don’t accurately 

reflect the brand

• Need to create a clear distinction or 

simply improve the impact of the 

messaging.



BrandPrint

Building an Engaging Brand

• Target: Determine Who We Want to Reach

•Message: Craft a Compelling Message

•Method: Identify How & Where

•Management: Manage All Points of Contact



Target: Narrow the Focus

• More than just demographics
• Psychographics: Values, Interests, 

Lifestyle, Behaviors

• Purpose: What do we want them to 

do, buy or believe?



Every organization has a specific message, 
target audience and methods to reach them.

It’s about engaging.



“WHEN DEALING WITH PEOPLE, REMEMBER 
YOU’RE NOT DEALING WITH CREATURES OF 

LOGIC, BUT CREATURES OF EMOTION.”  

- Dale Carnegie



• Avoid Attribute Only Messaging

• Strike an Emotional Chord 

(using imagery and words)



WE PROCESS IMAGES

60,000 TIMES FASTER 
THAN WORDS.

And recall 6 times more effectively.



Puppies for sale!
$100/ea.

• Cute
• Cuddly
• Great companions
• Can learn tricks



Puppies for sale!
$150/ea.



Building a Brand Identity

• ‘Local’ is not a brand identity

• Identify uniqueness, authenticity, personality
• Legitimizes the message; Live the brand

• Don’t tell me, compel me



Method: Getting the Word Out

• Selecting the Media & Methods
• Regionality; demographics; psychographics

• Where are they? When? How are they consuming 
media?

• Media Mix: Traditional & New Media

• Managing the Media Strategy



Method: Social Media

• How has Social Media Changed the Game?
• Amount of time people spend on devices

• Type of content being consumed (image based)

• Ability to target

• Ability for further(& immediate) engagement

• Measurable

• Regionality matters; Audience profile matters
• (Facebook in MI; Transit signs w/QR codes in FL) 

• Reporting: Tracking audience engagement



Method: Utilizing Social Media

• Social Media is a venue, not a strategy.

• Determine the Strategy:
• Share knowledge, information, ideas

• Promote events, happenings, highlights

• Involve audience: comments, polls, feedback

• Associate/Partner: articles, links, shares, blogs

• Integrate with other marketing efforts
• Online, advertising, communications, presentations



Managing the Message

• Manage All Points of Contact

• Consistency is the key!
• It is the strength of the message; provides clarity

• Reporting & Tracking



Examples

• Crawfordsville Main Street, Crawfordsville, IN
• Create energy, pride of place, encourage activity 

& engagement

• Jackson Anchor Initiative, Jackson MI
• Rebranding “Prison Town”







Example

Downtown Jackson, MI
• “Prison Town”

• Lack of focus in messaging

• Needs:

• Identify assets

• Clarity of purpose in marketing/branding

• Local engagement

• Strategic outreach

• Managed campaign





“WHEN DEALING WITH PEOPLE, REMEMBER 
YOU’RE NOT DEALING WITH CREATURES OF 

LOGIC, BUT CREATURES OF EMOTION.”  

- Dale Carnegie

























“WITHOUT STRATEGY, EXECUTION IS AIMLESS.

WITHOUT EXECUTION, STRATEGY IS USELESS.” 
- Morris Chang, CEO, Taiwan Semiconductor Company



Getting Started

Keys to Getting Off the Ground:

• 50 - 70% Principal

• Internal Branding: Get people involved inside

• Dedicate a person/team & commit to a timeframe



Executing the Plan

• Develop the Brand Strategy & Identity

• Ensure Online Strategy Reflects the Brand

• Employ Outreach Marketing & Communications

• Integrate/Deploy Social Media

• Share Vision & Encourage Involvement

• Extend the Brand: Events, promotions, cross 
promotions

• Public & Media Relations: Promote & Share via 
media

• Live the Brand: Signage, wearables, car tags, 
stickers, T’s



Thank you.
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John Greavu, Creative Director
Boom Advertising, Charleston, SC


